|et’s talk shop: For grocery
retailers, Blue Yonder turns
uncertainty into opportunity




927

of shoppers say a positive in-store
experience brings them back

-

BUT over 50%

will switch to a competitor after a
single unsatisfactory experience

The key to modern
grocery success?
Add digitalization to
your shopping cart

Consumer loyalty is hanging by thread. Shoppers
expect convenience and personalization at every
touchpoint—and they’re quick to switch if grocers
can’t deliver. Meanwhile, grocers are up against
relentless uncertainty, from unpredictable shopper
behavior and supply disruptions to cost pressures,
labor shortages and tightening regulations —all
while relying on outdated tools, siloed teams, and
disconnected systems that stifle collaboration and
slow down decision-making.

This isn’t just a problem within the four walls of the
enterprise, but also across the larger supply chain

e BlueYonder

network. Today the entire network needs to pivot
intelligently, quickly and in concert as

conditions change. That means being connected
in real time, sharing data and leveraging the
power of digitalization.

@ This ebook presents a proven alternative to
the siloed, reactive and disconnected
processes used by most grocery retailers.

If you want to keep up with the pace of change
with confidence, then keep reading.



Grocery is in the spotlight > BlueYonder
— for all the wrong reasons

16%
Have you noticed that retail grocery has taken sky-high expectations for low pricing, fresh of all shoppers demand a
center stage recently? Grocery pricing, product products, large assortments, immediate availability, unique and tailored experience.
availability, assortment variety and other factors flexible fulfilment options and fast delivery.
have become economic and political bellwethers—

as well as competitive differentiators. As groceries
become a flash point, retailers must meet shoppers’

That’s a tall order for any business. But grocers also
face enormous market and supply chain challenges
today, including:

But pricing also weighs heavily.

59%

named “relevant deals” as a top
decision factor in choosing a grocer.




Take a fresh look at these three
pillars of success
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In today’s disrupted, omni-channel landscape, retail grocery success depends on doing three things better than competitors.

C

PLAN with precision

Great planning dynamically aligns supply and demand. It adapts
in real time to shifts in shopper behavior, current or impending

events like extreme weather, and supply conditions. Done right,
planning reduces overstock, cuts waste and ensures availability.

FULFILL efficiently

Fulfillment turns plans into execution—fast and flexibly.
Intelligent operations optimize every leg of the journey,
from first to last mile. When agile and automated, fulfillment
adapts in real time to demand shifts and ensures omni-
channel availability with speed, accuracy, and resilience.
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DELIVER great experiences

Grocery success means delivering great experiences by
providing confidence, choice and convenience. That requires
localized assortments, real-time availability across channels,
and seamless, reliable fulfillment. When supply chains are
aligned with shopper needs, grocers can exceed expectations,
build loyalty and win in a highly competitive market.



Disconnection: The #1 obstacle to > BlueYonder

planning, fulfilling and delivering

It might sound relatively easy to excel at planning,  plans, metrics and goals internally, let alone across
fulfilling and delivering on shopper expectations. their multi-enterprise supply chain network.

But, in fact, it’s very challenging for most grocery
retailers. Why? Because their systems and Siloed data, limited visibility and misaligned ' N
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The cost of disconnection is high ~>» BlueYonder

What's the ultimate cost of failing to accurately plan, fulfill and deliver on shopper
expectations? In today’s hypercompetitive omni-channel world, it can mean the
difference between success and failure. Consider these real-world costs:

When shopper expectations for convenience, personalization, high quality and
seamless service fall short, they have plenty of other options.

say they’ve switched grocery brands in the past year based on poor customer
experiences and inconsistent quality.

When products are missing, hidden or damaged,
Out-of-stocks are a growing problem, with 82% of consumers experiencing them in
the last year.
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Fresh food is an important differentiator, but inaccurate planning can turn an
advantage into a liability—from both a cost and sustainability perspective.
is caused by overstocking or poor inventory management.




The solution? Connect with Blue Yonder > BlueYonder

Blue Yonder eliminates the problem of disconnection. Unified on the Blue Yonder
Platform, our end-to-end solutions share connectivity, visibility and interoperability, for a
supply chain that’s orchestrated in real time. And the Blue Yonder Network makes it easy
to share data, integrate systems and synchronize actions with external trading partners.

Blue Yonder transforms planning by leveraging predictive, generative, and agentic
Al to focus on outcomes such as profits, service levels and sustainability. Adaptive,
constraint-aware workflows help curate assortments and drive retail planning
synchronized around evolving shopper demand.

Working with a single, real-time source of truth, all partners eliminate barriers and
latency to adjust to changing conditions. They can achieve greater resilience and
better serve shoppers. Blue Yonder enables grocery retailers to plan and execute
on a single enterprise platform, with the ability to orchestrate across the multi-tier
supply chain network.

Blue Yonder aligns actions across teams, functions and enterprises to shared
goals, eliminating siloes. Without conflicting actions, teams collaborate toward
improving shopper satisfaction. The result? Optimized resources, reduced waste,
higher revenue and margins, and high-quality shopper experiences.




Blue Yonder covers the end-to-end grocery > BlueYonder
supply chain, for one-stop shopping
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Stop browsing. Discover the end-to-end value of
Blue Yonder today.

Discover our purpose-built solutions for Contact Blue Yonder to begin your journey

retail grocery toward network-wide digitalization today

https://insights.raydiant.com/consumer-behavior-report-2024
https:.//www.zendesk fr/blog/customer-experience-statistics/
https://www.zebra.com/content/dam/zebra_dam/en/reports/vision-study/retail-report-vision-study-beyond-expectations-en-us.pdf
https:.//www.foodbusinessnews.net/articles/26946-survey-nearly-90-of-consumers-frustrated-over-grocery-pricing
https://www.retaildive.com/news/retailers-fight-customer-churn-loyalty-programs/744183/
https:/www.talkingretail.com/news/industry-news/82-of-shoppers-experiencing-out-of-stocks-21-08-2023/
https:/refed.org/food-waste/the-problem/

©2025 Blue Yonder Group, Inc. All rights reserved. Blue Yonder is a Registered Trademark of Blue Yonder Group, Inc. All other company and product names
may be Trademarks, Registered Trademarks or Service Marks of the companies with which they are associated. Blue Yonder reserves the right at any time
and without notice to change these materials or any of the functions, features or specifications of any of the software described herein.


http://www.blueyonder.com
http://www.blueyonder.com
https://blueyonder.com/industries/grocery-and-convenience
https://blueyonder.com/contact-us
https://insights.raydiant.com/consumer-behavior-report-2024 
https://www.zendesk.fr/blog/customer-experience-statistics/ 
https://www.zebra.com/content/dam/zebra_dam/en/reports/vision-study/retail-report-vision-study-beyon
https://www.foodbusinessnews.net/articles/26946-survey-nearly-90-of-consumers-frustrated-over-grocer
https://www.retaildive.com/news/retailers-fight-customer-churn-loyalty-programs/744183/ 
https://www.talkingretail.com/news/industry-news/82-of-shoppers-experiencing-out-of-stocks-21-08-202
https://refed.org/food-waste/the-problem/

